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‘ INTRODUCTION

Welcome to The Beginner's Guide to
Inbound Marketing. Whether you're new
to inbound marketing or just looking to
close a few knowledge gaps, we're glad
you downloaded our guide.

By now, we've all heard how valuable—
even essential—inbound marketing can
be for growing sales and finding new
customers.  Whether your current
sentiment leans more toward enthusiasm :
or trepidation, there's no way around the fact that inbound marketing is far more
complex field than it first seems.

Diving in without a sense for what it's like can be overwhelming, and building a
marketing strategy that provides real value takes both savvy and hard work, but fear
not—we're here to help!

We hope you'll find this to be one of the most helpful inbound marketing resources
available.

What are we waiting for? Let's dive in!

Tony Shannon

President, RiseFuel
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THE BEGINNER'S GUIDE TO INBOUND MARKETING

Everyone seems to be talking about inbound marketing. If you're just getting your feet
wet, you may wonder if it's worth the time and resources to learn this methodology
and apply it to your marketing.

Inbound isn't anything exotic or complicated.

In fact, you have probably been exposed to a number of inbound marketing strategies
and tactics under a variety of circumstances.
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According to Hubspot, an authority in the industry, inbound marketing focuses on
attracting customers through relevant and helpful content.

Potential customers come across such content and find you through channels like
blogs, search engines, and social media.

The content adds value at every stage in your customer's buying journey, building
trust and relationships along the way. It takes them from being a visitor on your
website to a paying customer and even an advocate for your brand.

You have experienced inbound in action if you have engaged with a brand by reading
a blog post, sharing contact info to download a piece of content, or clicking through
a marketing email.

Unlike outbound marketing (e.g., cold calling, spam emails), inbound isn't about
fighting for potential customers' attention.
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With inbound, you attract high-quality leads and turn them into customers by building

trust and credibility for your business using content designed to address the
problems and needs of your ideal audience.

Most important of all, inbound is about creating marketing that people love.
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CHAPTER 1: WHY INBOUND?

Whether you're selling B2B or B2C, you've probably noticed that today's buyers are
in the driver's seat.

They don't like being sold to and they want to be empowered with the right
information to make their purchasing decisions.

They tend to do quite a bit of research online before engaging with a vendor and you
want to “catch” them early on in this process by getting found.

B2B RESEARCHERS USE GOOGLE THROUGHOUT

1 2 On average, B2B researchers do 12 searches prior to engaging on a
specific brand's site.

B2B RESEARCHERS USE THE INTERNET

(o
8 9 /o 89% of B2B researchers use the internet during the B2B research
process.

BUYERS USE GOOGLE TO RESEARCH

(o) 73% of of global traffic to B2B company sites originate from the
7 3 /O search engines. Most will not go past the first page of Google.

Inbound is about creating a customer-centric experience to support this buying
process. It's about winning over customers by pulling them in and empowering them
with the right information.
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From the dollars and cents
perspective, inbound marketing is
also more cost-effective than
outbound marketing:

e 46% of marketers have
reported higher ROI with
inbound marketing, compared
to 12% for outbound.

e 59% of marketers said inbound
produces higher quality leads,
vs. 16% for outbound.

e Businesses that rely on the
inbound methodology save
more than $14 for every newly
acquired customer.

e Inbound leads cost 61% less on
average than outbound leads.
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CHAPTER 2: THE ESSENTIALS OF A SUCCESSFUL INBOUND
STRATEGY

Inbound marketing consists of four stages - attract, convert, close, and delight.

It's a customer-centric framework that helps orchestrate multiple touch points and
organize your content production and promotion efforts.

Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT
. "
¢ -
’ )
L] rangers [ Leads Promoters
+ ’
+ *
~ -
Blog Forms CRM Surveys
Keywords Calls-to-Action Email Smart Content
Social Publishing Landing Pages Workflows Social Monitoring

» HubSppt

Later in this guide, we'll look into each of these stages in detail and how to
optimize your strategies.

Right now, just keep in mind that at each stage, your goal is to provide value through
high-quality, educational content - in the right place at the right time and with the
right messaging - to build trust and relationships with your audience so they'll
progress to the next stage in the customer journey.

Inbound marketing has a systematic approach and is proven to work for a wide variety
of businesses and industries.
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Although its flexible framework allows you to create a strategy that's unique to your
needs, there are some fundamental components you need in order to succeed in
inbound marketing.

After you have these foundational elements nailed down, you'll be able to create
effective and sustainable results:

1. BUYER PERSONA

Since inbound marketing is a customer-centric approach, the buyer persona is the
foundation that will inform subsequent strategies and decisions.

It helps you define who your ideal customers are so you can drive high-quality traffic
to your website, attracting visitors who are most likely to become leads and turn into
happy customers.

According to Hubspot, a buyer persona is a semi-fictional representation of your ideal
customer based on market research and real data about your existing customers.

It should include information about customer demographics, behavior patterns,
challenges, motivations, and goals.

A detailed buyer persona will give you the structure and insight to help you determine
where to focus your marketing resources, how to tailor your messaging, what kind of
content to create, and how to position your offerings so you can attract the most
valuable visitors, leads, and customers.

HR Leader

Relevant Responsibilities

* Manage Human Resources, Benefits/Compensation
* Oversee Equity Administration

* Communication and Education to participants

Job Challenges

* Plan administration participant questions, statements

Grant creation and approval
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Consistency of data between HR/Payroll and administrative systems
* Manual processes are time consuming

* Tax code compliance — Tax rate accuracy and updates Titles .

* VP of HR/Compensation
Key Drivers * Executive Compensation
* Participant support and self service = Director, Manager
* Free up time/process automation (upload into HRIS/payroll, grant approvals, etc.) Compensation
* Flexibility of award types offered and broker choice * Compensation & Benefits
* Tax code compliance: ISO rules, 83b elections * Stock Plan Administrator

* Tax Rate for mobile employee
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To create a buyer persona, you need to:

e Research your past/current customers and prospects. Ask questions about
their demographics, goals, challenges, etc.

e Remember to focus on their motivations, not just their actions.

e |dentify trends in your data and look for commonalities and similarities among
the answers you've gathered.

e Based on the trends, create persona profile stories that contain information
about your ideal customers in a way that relates to your products or services.

Take this opportunity to uncover common objections they may have. Make the
persona relatable by using real quotes you've gathered from interviews to
understand how they talk about their goals and challenges in their own words.

You may have a few types of customers (e.g., different stakeholders in a B2B
purchasing process) and in that case, you'll have to create multiple buyer
personas to address the different audience segments.
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2.BUYER'S JOURNEY

The buyer's journey illustrates the active research process that prospects go through
before making a purchasing decision.

It's made up of three stages - awareness, consideration, and decision.

They illustrate the buying process from your customers' perspective and help you
identify the kind of content and messaging best suited for the audience:

e Awareness stage - the prospect is experiencing the “symptoms” of their
problems or opportunities. They're doing research to better understand the
issue, frame the problem, and give it a label.

e Consideration stage - the prospect has identified the problem or opportunity
and is researching about possible solutions.

e Decision stage - the prospect has identified a solution strategy and is
compiling a list of available vendors so they can make a decision.

The Buyer’s Journey

Decision

Stage

Prospect is experiencing Prospect has now clearly Prospect has now decided
and expressing symptoms defined and given a name to on their solution strategy,
of a problem or their problem or opportunity. method, or approach.
opportunity. s d nmitted o B Bt oo
o‘i . . .
|y Copyright 2017 RiseFuel www.risefuel.com

INBOUND MARKETING & SALES POWER


http://www.risefuel.com/

RiseFuel's Beginners Guide to Inbouhd Marketing

3. CONTENT MAP — CONTENT + CONTEXT

A content map combines buyer personas and buyer's journey to help you decide
what content to create at each stage and the best channels through which to promote
your content.

It gives context to the content pieces so you can effectively position and promote

them to maximize their impact.
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4. CONTENT PROMOTION AND DISTRIBUTION STRATEGY

After you've invested the time and effort to create a piece of content, you need to
make sure your target audience will consume it.

ldentify the right distribution techniques and appropriate channels so you can reach
your ideal customers at the right moment.

LEVERAGING CONTENT
VIA DISTRIBUTION

The right distribution technique gets the right content in front of the right person at

(=] @ 0] © =

Website Business Social Landing Calls-to- Marketing
pages blog media pages action emails
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‘ CHAPTER 3: DRIVING TRAFFIC AND ATTRACTING PROSPECTS

You need different strategies during the four stages of inbound marketing to deliver
the right message to the right audience.

At the “attract” stage, focus on capturing your target audience's attention and driving
traffic to your website.

SEARCH ENGINE OPTIMIZATION (SEQ)

SEOQ is essential for generating high-quality traffic to your website at the attract stage.

When you optimize your website for keywords that your ideal audience will enter into
the search engine regarding the topic of your expertise, it'll show up in the search
results and you're more likely to get found.

Since these people “raise their hands” and want to learn about the topic, they're more
likely to become high-quality leads that will turn into customers.
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SEO can be a big hairy topic and thanks to the
ever-changing algorithms, it's a moving target.

As search engine algorithms become more
sophisticated, SEO is way more than just
‘stuffing” keywords.

Search engines look for relevant and useful
content that readers spend time reading.

A well-designed and engaging user experience
that encourages visitors to explore your
website signals to search engine that it's relevant.

In order to create content that is attractive to your ideal customers, you need to start
with research.

Revisit your buyer persona(s), put yourself in their shoes, and list out keywords or
phrases that they'd use in online searches.

Pay attention to how they frame the problem or ask the questions. Refrain from using
labels and jargons that visitors in the “attract” stage aren't even aware of.
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Use this list of keywords or phrases to inform your on-page SEO, making sure they're
included in page titles, descriptions, headings and content, image title and alt text, as

well as URL.

In addition, search engines determine a webpage's relevance by evaluating the
amount and quality of internal and external links in the content. You'll get extra “SEO
juice" if you have links from authority sites pointing back to your pages.

If you're a brick-and-mortar business, don't forget to optimize for local SEO, which
helps you rank high in local searches and get the attention of people looking for
products or services in your geographic location.

For eCommerce merchants, listing products on Google Shopping is a great way to
get in front of shoppers who are already searching for the products you offer.
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All Shopping Images Videos News More Settings Tools

About 4,150,000 results (0.67 seconds)

Shop for women's road bicycles on Google Sponsored

Ladies Shimano Golden Cycles 700c Susan G. Affordable Single Schwinn Solara
Carbon Fork ... Golden Cycle ... Komen ... Speed City Bike 28"/700c" ...
$499.95 $199.00 $129.46 $399.00 $199.99
Bikesdirect.com City Grounds Jet.com Public Bikes Target

Free shipping Free shipping Free shipping @ Store pickup

Trek - Women's Road Bikes - trekbikes.com
www.trekbikes.com/womens/road-bikes ¥

Aluminum & Carbon Race Machines. Free Shipping Available. Buy Now!
Women's Road Bikes - Women's Hybrid Bikes - Women's Mountain Bikes

GONTENT MARKETING

Sharing relevant and valuable content is a critical component in inbound marketing.

No matter how good your strategies are, they won't serve their purposes if you don't
have a meaningful message to deliver to your visitors, leads, customers, and
promotion partners.

Content is what allows search engines to find you, attracts people to your site, turns
them into leads, converts them into customers, and turns them into advocates.

Even though blogging is the most common form of content marketing, it's not the
only format.

You can deliver content in many ways, such as emails, landing pages, social media
posts, infographics, videos, eBooks, Kindle books, and online courses.

[ o® :
iy Copyright 2017 RiseFuel www.risefuel.com
RISEFUEL

INBOUND MARKETING & SALES POWER



http://www.risefuel.com/

RiseFuel's Beginners Guide to Inbouhd Marketing

1 AT | :' ) B T R B S B 1=} |--I

_¢_'_._ o — et 11

: . L QResearch ﬁﬂ
= ﬁ;}; H Pr@duee
Measure ’
% fll’ubfish mE

@ Promote

J'[ Optimize . +
: @ i
! ‘ 3 ~

H
1
P I A A [P P |

L4
Tl (R B

B 5 i =

-
13 g = ¥ 73 91
) B0 0 R L. SR R T 7 T A [

5 1 e 6 A D B £ D H“H”u %

Content has a very important role in inbound marketing. It builds trust and
relationships while using appropriate calls-to-action to move prospects to the next
stage in the buyer's journey.

During the attract stage, content is likely to be delivered in the form of blog posts or
videos, optimized for SEO and promoted via social media.

In the convert stage, you can use a ‘lead magnet” to generate leads. Visitors will
provide you with their contact information in
2 2 | exchange for a piece of valuable content.

ANALYTICS During the close stage, vyou'd nurture

. . @ relationships with your subscribers via email

. marketing to turn them into customers.

AL DA Last but not least, you'd continue to delight your

BLOGGING g customers and turn them into advocates using

o high-quality personalized content  and
outstanding customer support.

CALLS-TO-ACTION LANDING PAGES

Keep in mind that content marketing is a long
game. You have to put in consistent efforts over
time for it to work for your business.

INBOUND

- MARKETING
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Mumbes of Contacts Generated From Blog Posts

Even the best content marketers need 6 - 12 months to see results. However, when
you've gained traction, the impact will grow exponentially.

Your content is your business's asset that continues to work year after year. A lot of
seasoned content marketers are still driving a large portion of traffic to their websites
with blog posts they created years ago.

If you're just starting out with content marketing effort, keep your other promotional
tactics, e.g., paid advertising, and use them to drive traffic to your content so you can
gain traction more quickly.

HOW TO CREATE EFFECTIVE CONTENT THAT CONVERTS

The Internet has changed how people engage with brands. Just being the biggest
and loudest won't win you customers.

Instead, you need to capture readers' attention by creating content that's relevant and
valuable to a specific audience.

First, consider the purpose of the content - what business objective is it fulfilling? E.g.,
drive traffic to your website or turn visitors into leads.

Next, what format will you use? E.g. blog post, case study, video, infographic,
whitepaper, calculator or worksheet, webinar, checklist, template, eBook, research
report, and slide deck.
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Choose a format that's best
suited for your materials, your

distribution  channels, and
resources available at your
disposal.

Most important of all, consider
how your audience prefers to
get their information. After all,
your content won't serve its
purpose if it doesn't get
consumed.

Your audience is busy so make
it easy for them to take action
on the content. A 300-page
eBook may look impressive
(and stroke your ego!) but it
won't do any good if it's
collecting dust on your
prospect's hard drive.

INBOUND MARKETING
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Make sure the format is delivering your content in an accessible and digestible way
tailored to your audience's preferences.

in]w

@@

Plan Create Distribute

\2)

Convert

»)

Cultivate

)

Analyze

Capture

E.g. if they are visual learners, or if they favor Pinterest, an infographic could be a
great choice. If they prefer to read, blog posts or eBooks could work well.

INBOUND MARKETING & SALES POWER
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There are many types of content that businesses
cu NT ENT M A RK E TIN G can use for content marketing. Which types are
best for promoting your small business could vary
ME D I A M A TR I x FUR depending on the products or services offered and
the consumers targeted.

s M AI.I. Bus INES SES PRWeb has created this matrix to show how different

types of content can appeal to different consumers
and offers facts or suggestions about each. The top
REAGH MORE PEOPLE MORE shows the diffrent types f content, the bottom

EFFECTIVELY WITH THIS QUICKGUIDE explains how it can be used.
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OF COURSE, YOU HAVE T0 CHOOSE THE RIGHT TOPIC TO CREATE CONTENT FOR.

Remember the content map we talked about earlier? When you put your buyer
personas and their customer journey together, you'll come up with topic ideas that
are relevant to their needs and meet them where they're at.

Great content is insightful and educational. It helps solve your audience's problems
and challenges. It's solution-based, not product-based. It's helpful, not sales-y.

THE
BUYER’S JOURNEY
p ¢ e A
b { ok 4
e e | K s
Traff G
= =i INTRODY, ef\erqtiOn e
A WARENESS I MKNOWLEB'ZU::::.::::QUR ::::s::ns
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IDERATIO |~ ;2:2:«:6 oy ntent
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F
= [ :

The focus of your content also depends on the stages of the buyer's journey you're
targeting:

e Awareness stage: focus on the problem or opportunity faced by your
prospects. It should be informative and educational.

e Consideration stage: focus on the solution to the problem.

e Decision stage: focus on the specific products or services that will deliver the
solution.
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CONTENT DISTRIBUTION AND PROMOTION

When you hit publish, your work isn't done. In fact, it's just getting started!

THE CONTENT PROCESS

I_l/ ‘Ill

1. Plan 2. Create 3. Distribute 4. Analyze (Repeat)

Most seasoned content marketers spend 20% of their time creating content and 80%
of their time distributing and promoting the content to ensure that it gets in front of
the right audience and drives quality traffic to their websites.

Revisit your buyer personas and consider where they get their information. Focus on
sharing your content on those channels to get the most exposure to your target
audience.

There are many ways to distribute your content and here are a few ideas:

INBOUND MARKETING & SALES POWER

Send an email to your list.

Post multiple times on social media and test different copy.

Syndicate content on authority sites.

Reach out to influencers.

Submit posts to content community (e.g., inbound.org, growthhackers.com.)

Make it easy for readers to share your content (e.g., Click to Tweet, “Pin It"
button.)

Use paid ads and remarketing.

Repurpose content on platforms such as LinkedIn Pulse or Medium.
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Don't forget to analyze your traffic sources to find out which ones are most effective
in attracting visitors that engage with your content.

You can easily do so by going to your Google Analytics dashboard and pulling the
referral sources report.

Source % New

Bounce Rate

Sessions {4  Sessions New Users
126,321 68.40% 86,399 80.75%
% of Total: Avg for View: % of Total: Avg for View:
11.41% 70.78% 11.03% (783,594) 82.43%
(1,107,036) (-3.37%) (-2.03%)
- 1. facebook.com 16,179 (12.81%) 66.74% 10,798 (12.50%) 84.55%
( 2. m.facebook.com 11,899 (9.42%) 88.77% 10,563 (12.23%) 90.09%
3. tco 10,181 (8.06%) 63.33% 6,448 (7.46%) 85.66%

4. linkedin.com 4,241 (3.36%) 66.92% 2,838 (3.28%) 85.36%

Content distribution helps you maximize the “shelf life" of your content - extending
its reach, amplifying its impact, and increasing engagement.
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‘ CHAPTER 4: TURNING VISITORS INTO LEADS

At the “convert" stage, visitors are checking out your website and content. Take this
opportunity to capture their information so you can continue the conversation to build
trust and relationships with them.

LEAD MAGNET

Back in the days, you can simply say, “sign up for our newsletter!” and people would
happily hand over their email addresses.

Not anymore - nobody wants more
random newsletters in their already
cluttered inboxes!Nowadays, you'd
have to offer something of value to
entice visitors to share their contact
information.

This kind of content is often called a
‘lead magnet”.

Lead magnets can come in many shapes and forms, such as eBooks, checklists, video
training, email series, guides, templates, original data or research, whitepapers,
SlideShare presentations, podcasts, infographic, and webinars.

LEAD MAGNETS

LIVE FREE
DEMos  WEBINARS  rpia  CONTESTS

CONTENT SPECIAL
BAIT OFFERS

TARGET B2C, B2C, B2C, B2B BIC B2C, B2C, B2c,
AUDIENCE 74 B2B B2B (rare) B2B B2B B2B

WIDGETS ~ QUIZES

Lackof Wantsto
(MIR[1]13:] information,| compare | Boredom, information,| compare | Boredom, Price
dee product ¢
(KI/[W2 W wantsto | butnot | curiosity |- .| wantsto | butnot desire | concerns
information
learn | readytobuy learn | readytobuy

Lackof | Wantsto Looking for

YOUR Edecation Custom Personal Data, Product Coupon,
SOLUTION b offer approach | education trial gift, etc.
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To generate high-quality leads, a lead magnet needs to address the particular
problem or challenge you can solve for your prospects.

You don't have to cover a lot of ground. Instead, focus on one aspect of the issue you
can solve with one digestible piece of content so your prospects can experience the
results you can create for them.

Choose a format that suits your materials and the learning style of your audience -
the presentation should be professional but it doesn't have to be complicated.

Don't forget to include a call-
to-action to take your leads
further down the buyer's
journey.

Just like any piece of content,
if you build it they probably
won't come! You need to put
your lead magnet in front of
your prospects in as many places as possible:

e Feature it on your homepage.
e Put it on your website's sidebar.

e Install alead capture mechanism, such as a light box (pop-up), scroll box, “hello
bar," or exit intent to show the opt-in offer at strategic times and locations.

e Promote it inline within a blog post. If you have a particularly popular post, you
can create a “content upgrade” to generate leads more effectively.

e Mention it on your social media profiles.

o Create dedicated landing pages, which is one of the most effective ways to get
visitors to sign up for your list.

LANDING PAGE

A landing page is designed to accomplish one objective and one objective only - to
turn a visitor into a lead.

Visitors are directed to focus on the only action they can take on the page - signing
up for the lead magnet - without other distractions (e.g., navigation elements, other
calls-to-action.)

[ o® :
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The Conversion Process

Call-to-Action Landing Page Thank You Page

Watility. L Wotility‘ -

Ebook: The Essential Guide to Member 5 1o canyfen! Thank you! Grab your ebook below.
ngagement (Cick Hera = 1o Dawrioad Your EBook!

Member

Engagement _>

Free Ebook

If you're doing paid advertising to target multiple audience segments with different
messaging, you can create a series of landing pages each with slightly different copy
to match the message on the ads.

Many businesses have multiple lead magnets and landing pages that allow them to
deliver a seamless user experience by showing the most appropriate messaging to
visitors.

In fact, a HubSpot research has found that companies with 30 or more landing pages
generate seven times more leads than companies that have less than 10 landing
pages.

The centerpiece of a landing page is a form for gathering information from your
visitors.

Generally speaking, you want to make it easy for visitors to sign up so the less
information you ask for, the higher the conversion rate.

Conversion Rate Conversion Rate Conversion Rate
with only 3 fields with 3-5 fields with 6+ fields
H
“J’ Copyright 2017 RiseFuel www.risefuel.com
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However, there are some good reasons to request more information, depending on
your business objectives.

For many B2B marketers, there's tremendous value in getting additional information
on a prospect's role or company size for effective segmentation.

In that case, a couple of extra fields can help set you up for success down the line.

A headline and (optional) sub-headline ®* ® ® ® ’ 20 Marketing Trends & Predictions for 2013 & Beyond Download These Trends

A brief description of the offer ® @ ® ¢ ®® & ® 'b

At least one supporting image ®#®®®®eeee

(Optional) supporting elements such ®®®®®®

as testimonials or security badges

oul

e

U"U‘!::-..oot..t-l-.l-.l-o»

ier what marketing will lack ke in 2013 e —

And most importantly, a form to M YEEEE R AL
capture information

Besides a form, there are other essential components of a successful landing page:
e Write a clear, concise, and action-oriented headline.

e Include a clear explanation of the offer with an emphasis on the value or
benefits.

e Remove all navigation elements or links to other pages/sites.

e Make sure the form length (i.e., number of fields or details required) mirrors the
value of your offer.

e Include a relevant image or short video.
e Make sure your call-to-action button is prominently displayed.

e Add social sharing icons.

[ o® :
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THANK YOU PAGE

After your prospects have signed up for your lead magnet, they'll be directed to a
‘thank you" page.

This page gives you a great opportunity to present the next step to the newly
converted leads while they're excited about your products or services.

Although some web forms allow you to set up an inline thank you message, it's often
not as effective as re-directing visitors to a thank you page on which they can get
additional content and information about your business.

Here are some essential components of an effective thank you page:

e Deliver promised content offer and restate the value of this offer.

e Display navigation elements - it could be your website navigation menu or
specific links to pages you want to highlight.

e Provide additional content that moves new leads into the next stage of the
buyer's journey.

e Include social sharing options.

Conversion path in action.

Call-to-Action [CTA) Landing Page Thank You Page
o‘i . . .
|y Copyright 2017 RiseFuel www.risefuel.com
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‘ CHAPTER 5: CLOSING THE DEAL

Ultimately, you heed to be making sales in order to be in business. That means turning
your leads into customers.

The leads you've generated so far have opted in to hear from you, so now is the time
to show up, reach out, and cultivate that relationship. Keep in mind that first and
foremost, you should be adding value every step of the way.

EMAIL MARKETING

We hear this a lot: isn't email dead?
Well, would you consider a marketing strategy that can generate a 4,400% ROI dead?

That's right, email marketing easily has the highest ROl among the many inbound
marketing tactics.

We aren't talking about spamming people or buying lists. We're talking about sending
emails to people who have opted into your list and using a series of emails to nurture
these leads.

Here are some email marketing stats you can't ignore:
o 77% of consumers prefer email for marketing communications.
e 01% of consumers check their email daily.

o 76% of marketers say they use email more than they have in the past.

The key to effective email marketing is sending the right email to the right person at
the right time by:

e Determining your audience.

e Segmenting your contact database (e.g., by role, company size, email opens,
past engagement.)

e Sending the right content that corresponds to their interaction with your brand
or their customer journey.

e Determining the goal of the email and including an appropriate call-to-action.

e Encouraging engagement and interactions.

[ o® :
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HubSppt
Personalization s 1iisaac

These days a social media strategy =

for your business is key. Interested in 5
improving your social media strategy, [l -

but not sure where to start? This kit { = R
walks you through the exact steps -t' =

you should follow to set up your
social media marketing plan from
beginning to end

@ |mage as CTA

[——

You'll find tips and guidance in the form of audio, video, SlideShares, ebooks,
benchmark data, Excel template, PowerPoint templates, one-on-one help, and more!

Encourage sharing of . Actionable language

download with

Would your colleague be interested in this free marketing content? Please forward this
co"eag ues/friends email along 1o them of click the button below to email it to them.
Email to a Colleague
All the best
Jessica

Jessica Webb (@jessicawebbica)
Inbound Marketer, HubSpot

Personalized signature
With CTA ' P.5. did you hear? HubSpot's going desk-free! Learmn more...

Focus your email marketing on nurturing your leads. When you help them grow or do
something better, they're more open to buying from you or having a conversation
with your sales reps.

Besides "how-to" content, you can also share customer testimonials, case studies, or
new product features to push your “hot" leads over the fence.

Don't forget to analyze your metrics and A/B test your emails to find out what works
best for your audience.

STATISTICS TO MEASURE EMAIL |

Engagement All Variations Engagement Rates

* Delivery rates
= H. B * Open rates

* Click-through rates

Contact Churn Bounces - Contact Churn
* Hard/soft bounces
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OMNICHANNEL PERSONALIZATION

You can now use personalization technologies to leverage the vast amount of
customer data available to you and deliver the most relevant content or offers to your
prospects and customers.

E-Mail Effectiveness with personalized One-to-One offer

Dynamic One-to-One Segmented Newsletter to the
E-mails e-Mailings whole Contact Base

44,32%

Average:

28,24%
18,01% "

Growth
in comparison
to the reqular
Newsletter:

benhauer S| H manaco

marketing technologies aeting automation

design by apayo.pl

A single customer view is the foundation of omnichannel marketing.

It enables the delivery of a seamless and personalized experience across all
customer touch points, such as email, social media, website, mobile app, call center,
and physical location in real-time.
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A8 Web (search, comparison

Egmﬂ 5" shopping, etc)

touchpaints Social (social network,
Z22 reviews, cOmmunity, ete)

A Digital content (video,
=o gditorial, edc.)

5= Company website
o
dwm D Mohile {apps, mobila Wab)

[ ] mablet (apps, Web)

[ In-store device (kiosk,
L'lr associate device, etc.)

]
Traditional [ Call center
touchpoints -

ﬂ'-.1____-' Branch/stara

Each customer interaction with your brand informs the kind of content or offer you
can deliver to take the prospect another step closer to conversion.

Here are some ideas for using omnichannel personalization to close the deal:

e Use personalized website content to show relevant products a prospect has
viewed or may be interested in.

e Segment your email list and send content or offers most relevant to a specific
user group. According to HubSpot, personalized emails improve click-through
rates by 14% and conversion rates by 107%.

e Usetriggered email campaigns to follow up with your prospects based on their
interaction with your brand.

e Use remarketing campaigns or Facebook retargeting ads to show prospects
products they have viewed or content they'd be most interested in.

e Use email retargeting to follow up with subscribers who have engaged with
your email campaigns.

°®
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T Mg

(Shoe

use your favorite email
sarvice to send your
mailing list an email.

SITE ‘RBR

once opened, your email
drops a cookie in the viewers
browsar.

-onoe cookied, users will then see
your ads as they browse the web.
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‘ CHAPTER 6: CULTIVATING LOYALTY AND ADVOCACY

For most businesses, the cost
of acquiring new customers
and clients is often much
higher than that of retaining
existing ones.

Inbound marketing, with its W
focus on building trust and
relationships through ACTION/PURCHASE
consistently delivering high-
value content, is well suited

to maintaining and
augmenting customer

relationships. v/ ADVOCACY

(That's why SaaS companies,
which  rely heavily on
customer retention to be profitable, are big fans of the inbound methodology.)

%
)
P
3
.

%

Loyalty and advocacy are built on innovation, communication, and education.

It's critical to deliver an outstanding customer experience by listening to your
customers, innovating your products and services, letting them know about the
improvements, and providing valuable content.

CUSTOMER-EXCLUSIVE CONTENT AND
OFFERS

Make your customers feel special by
sending them exclusive in-depth content or
inviting them to customer-only webinars.

In addition, send them emails about
exclusive offers, discounts, or access to new
products that are relevant to them.
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CUSTOMER-ONLY COMMUNITIES

You can set up groups on social
media for your customers to connect
and share information with each
other.

These communities not only foster
loyalty but also allow you to listen in
and gain insights on how you can
improve your products and dial-in
your messaging.

In addition, some active communities can double-duty as customer support. Loyal
customers often jump in to answer questions and offer suggestions.

You do need to monitor these interactions to make sure questions get answered
accurately.

CUSTOMER REVIEWS

88% of consumers trust online reviews as much as a personal recommendation while
conversion rate increases as the number of reviews goes up.

e THE IMPACT OF CUSTOMER REVIEWS ON STORE CONVERSION RATE

CONVERSION RATE

1-4
NUMBER OF REVIEWS
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Getting reviews from your customers not only helps deepen their relationships with
your brand but also provides you with the user-generated content that helps engage
visitors.

You can send triggered email campaigns to customers who have recently made a
purchase and ask them to leave a review.

Some brands offer a loyalty point system to reward customers for doing so.

free shipping over $50
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CUSTOMER SUPPORT

Simply having a contact form or a 1-800 number on your website is no longer enough.

Customers expect to get support from touch points of their choice whenever they
need it.

In addition, many people switch channels (or “screens”) halfway through a task and
they expect to pick up where they've left off when interacting with brands.

The single customer view that makes omnichannel personalization possible can also
help you deliver an omnichannel customer care experience.

SURVEY SAYS: CUSTOMERS HIGHLY VALUE GREAT CUSTOMER EXPERIENCES

2020

Some common touch points through which you can offer customer support include
live chat, social media, phone, email, in-store, and mobile app.

‘Self-service" is another customer service trend - people like to find answers to their
questions whenever and wherever they want without waiting for someone to get
back to them.

Creating content such as FAQ or knowledge base will allow you to provide a
frictionless customer experience to these customers.
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CHAPTER 7: A TIMELESS PRINCIPLE POWERED BY DATA

We've talked about many strategies, tactics, and tools in this guide.

New marketing technologies are emerging every day and it can be overwhelming at
first when it comes to implementing the inbound methodology.

But don't worry. The inbound methodology isn't about using a specific piece of
software or implementing one immutable tactic.

The guiding principle is actually quite simple - to create marketing that people love.

It starts with a tool we all have — empathy.

Mursing:

Example:

Definition:

Relationship:

Scope:

RISEFUEL

INBOUND MARKETING & SALES POWER

Improve this chart

Enpathy vs Sympathy

Diffen » English Language » Grammar » Words

Both have similar usage but differ in their emotional meaning.

Comparison chart

Empathy

Relating with your patient because

you have been in a similar
situation or experience

| know it's not easy o lose some

weight because | have faced the
same problems myself.

Understanding what someone else
is feeling because you have
experienced it yourself or can put
yourself in their shoes.

Personal

Personal, It can be one to many in
some circumstances

Copyright 2017 RiseFuel www.risefuel.com

Sympathy is a feeling of care and understanding for suffering beings. Empathy is understood as the ahility to
mutually experience the thoughts, emotions, and direct experience of others without them being directly
communicated intentionally.

Empathy and Sympathy are relationships based on shared emoctions and understanding.

Sympathy

Comforting your patient or their
family

When people try to make changes
like this (e.g. lose some weight) at
first it seems difficult .

Acknowledging a person's
emeticnal hardships and providing
comfort and assurance.

Friends, family and community |
the experience of others) .

From either one to another person
or one to many (or one to a group).
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It's built on something we all know how to do - relating to others and being helpful.
Unlike traditional marketing, inbound marketing is agile and measurable.

John Wanamaker once said, “Half the money | spend on advertising is wasted; the
trouble is, | don't know which half."

With inbound marketing aided by today's technologies, we can put this quote to rest.

The well-structured inbound methodology takes the guesswork out of many
marketing activities. You don't have to wonder what to do first and what to do next.

You can track (almost) all your marketing dollars. The data and analytics give you
valuable insights to fine-tune your strategies so you can create messaging and
customer experience that are both on-brand and effective.

Not to mention, the inbound methodology is very scalable. You can start small and
work your way up as you grow, using data gathered along the way to improve your
strategies and maximize your ROI.

Depending on your budget, you can gradually build a team or work with an agency
to get access to experts who are up-to-the-minute with the latest and greatest in the
discipline.

Inbound marketing is only going to become more effective, now that more
businesses have recognized its effectiveness and are investing more resources to
fine-tune the methodology.

Don't miss the boat.. Hop on board now and find out how inbound marketing can
Impact your bottom line.
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| ABOUT RISEFUEL
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RiseFuel is a search marketing agency drawing on years of experience from within
the world of digital marketing and in business operations.

Our clients have found that this helps us partner more closely with our clients and see
clearly their vision and this aids us in creating opportunities and successful results.

The RiseFuel team is a diverse group of highly talented individuals, all born with
special marketing powers. Yes, really. Our mission is clear and simple: we are going
to save marketing; one client at a time.

Operating out of our office in Charlotte, North Carolina, and working with clients all
over the United States, we are the future of website design, social media
engagement, search marketing, and web/mobile development.

Comprised of the best and the brightest, each member of the RiseFuel team was
recruited for their love of all things digital and their drive to always finish first.

We've gathered a new generation of strategic and creative digital leaders into our
ranks.

Our number will continue to grow as highly qualified and ambitious professionals,
armed with fresh perspectives continue to find and join our culture and our cause.
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‘ HUBSPOT SILVER GERTIFIED AGENCY PARTNER

SILVER

CERTIFIED AGENCY PARTHER

We are delighted to be a HubSpot Silver HubSpot Certified Agency Partner.

This means that we have been acknowledged as delivering “inbound marketing
services to the highest standards".

As one of the fastest growing HubSpot Silver Certified Agency Partners, we're
dedicated to ensuring your success.

By utilizing tools like HubSpot you are able to have complete transparency with the
progress of campaigns.
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‘ WE'RE ACCOUNTABLE FOR RESULTS

We don't shy away from setting clear goals for performance and holding ourselves
accountable for delivering results.

You won't ever have to wonder whether our strategies are working or hope that you're
getting a valuable return on your investment.

We offer clear reporting and communication so that you can see exactly how our
strategies are working.

Interested? Schedule a 15-minute chat with Tony to explore how we
could help you reach your revenue goals.

32 ENVIABLE INBOUND
MARKETING EXAMPLES

Download for free

DOWNLOAD HERE
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